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Abstract 
Summary: The repot summarizes the results of the studies of the grocery retailers 
market in Greece, Marketing, Business analysis and Consumer behavior theories. The 
first part of the report is dedicated to the theories taught during Master’s course; The 
second part is the description of industry analysis, descriptive statistics as a result of 
survey conducted through online platforms and background information in regard to 
the aim of the project. The final part presents the suggestions for improvement of per-
formance of AB Vasiolopulos. 
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Chapter 1. Introduction 
Every decade has a peculiarity in fashion, culture, literature and many other 
aspects of a daily life. Generation Z has a significant difference from the previous 
ones. Media labeled them as “screen addicts”. The most confident users of social 
media and electronic gadgets, Gen. Z deals with rapid fluctuations in economics, 
technologies and business developments.  
Greek Gen. Z at their teen age faced the period of the heaviest economical 
crisis. They are slightly different from peers from around the world. Greek youth 
compounds controversial features, being mobile (seeking for opportunities from 
other countries), pacifistic, humane and globalists. The same time more patriotic and 
committed to their motherland. Unlike their parents who tend to consider “If foreign 
then more quality”, Gen Z in Greece chose local products –“local means more natu-
ral & healthier”. Unfortunately, for Greek youth it is not an easy period and most of 
them tend to stay under parenthood in order to keep themselves “afloat” financially.  
Who are the Gen Z people in Greece and what do they like? What challenges 
lay in front of AB Vasilopoulos to attract new age customers and retain their com-
mitment to the brand? What Strategies has the grocery retailer to adopt in order to 
be in line with preferences of young customers and become the No 1 choice super-
market and chose? 
1.2. The aim of the project 
There are a number of Consumer behavior and Marketing aspects that are 
necessary to examine in order to understand specifics of customers of grocery retail-
ers market in Greece. The analysis to support AB Vasilopoulos in comprehension of 
strategies and tools to apply to mitigate the recessions and being strongly competi-
tive.  
1.3.The scope of the project 
Industry analysis as the basis for further examining of potential strategies for 
attracting Generation Z. customers. As well as upgrading layouts and location strate-
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gies and examination of the possibility to launch and promote online sales through 
web and mobile applications.  
1.4. Proposed research methodology  
The research methodology contains: Industry Analysis- Overview of the eco-
nomical situation; Competitive Profile Matrix; Key internal and external factors; 
Online multiple choice survey; Face to face open discussion; Cialdini’s six  principles 
of persuasion. 
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Chapter 2.Consumer Behavior Theories 
The chapter includes the description of studies of rationality of buying and 
behaviour of consumers. Theories justifying the potential marketing proposal for im-
provement of supermarkets operations. 
2.1. Marketing and Psychology 
“Influencing others isn’t a magic or luck-it’s a science” 1 
The paragraph herein describes theories of buyer’s decisions process by Ph. Kotler 
and consumer behaviour theories by R. Cialdini.  
The interconnection between Marketing and Psychology was not discovered re-
cently, is it applied broadly and always successfully? The Psychology and Marketing 
professor R. Cialdini classifies six principles of persuasion:  
1. Reciprocity: a common human feeling to be indebted to someone who did 
something for them. Marketers successfully use this presenting as promotions, sam-
ple tasting, and discounts. “The Implication you have to go first. Give something: give 
information, give free samples, give a positive experience to people and they will 
want to give you something in return” 2  
2. Social proof: The most of human beings tend to follow the crowd. If majori-
ty of the social group does something particular, this is considered as a normality and  
as a social creature a human follows the rules of surrounding society. In Marketing 
the most modern one is so called celebrity social proof.  
3. Commitment and consistency: Making the actions in line with inner prefer-
ences, values and beliefs. Inconsistency is seen in one’s eyes undesirable. As a social 
creature a human depends on image and opinion of surrounding society and tries to 
behave accordingly. Consistency is a powerful motivator for action because it is gen-
erally valued as a character trait, and is the basis of logic, stability, and honesty. Once 
someone makes a commitment they desire to fulfil it. In Business terms, Marketers 
get you to make a commitment and your psychology makes the rest. By R. Cialdini 
it’s called “Foot in the door technique”. I.e. Once someone gets you to fulfil a small 
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request, this leads to another small request then more and more. This is based on 
that we reshape the way we see ourselves and after making a commitment we are 
open to making new and larger ones. Marketing uses this powerful “tool” by ma-
nipulating human intention to justify their choice and decision. The most powerful 
types of commitment are active, public and freely given  
4. Liking: People tend to agree with those they like. Cialdini states that people 
would rather do a favor to a physically attractive person, like themselves or those 
who compliment them. Here, even such details as having the same name would 
double the chances to succeed in sales. 
5. Authority: based on respect, hence trust in an authority’s experience and 
expertise. Somehow an authority creates behavioural clichés. Brand name as well 
can serve as an authority, as a proven name of quality and expertise. Such as Ger-
man automobiles, even though these day European automobile manufacturers 
merged with Asian ones, yet the old brand associates with traditional features. 
6. Scarcity: According to economics theory lack of something relates to supply 
and demand. The goods limitations in number and variety in former socialistic coun-
tries boosted sales of imported goods. People started buying even unnecessary 
goods. In Marketing, slogans “threat” customers to miss a chance to own something. 
For instance:  “Big sales only one day” makes a consumer afraid of losing an oppor-
tunity to obtain something or fear of lack. 
 
 
 
 
 
1
 © T. Polanski, eBrandMedia 
2
 © R. Cialdini, 6 principles of persuation 
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Figure 1: Kotler’s model of Buying decision process  
 
As per Ph. Kotler the initial step of purchasing process starts with indentifying 
a need from internal or external stimuli such a desire to wear a cloth of a definite 
brand. Or, a problem, where the same cloth might be a real need due to weather 
conditions. Second step is a search of information like, location of a definite store, 
discounts, or learning about the features of a potential purchase. Further- evaluation 
of alternatives, i.e. comparison with the other goods alike. Then purchasing and fi-
nally after purchasing evaluation-testing, understanding. Surprisingly, all this process 
may fit a rapid time limit. I.e. studies show that for a buyer, it takes approximately 
0,6 seconds to make a buying decision. 
2.2. Cross modal theory 
In associative psychology it is considered that Perception is the mean to 
comprehend the surrounding environment. An active process of obtaining informa-
tion about by perception through 6 basic senses. . Consumer Psychology researches 
cross modal perception. I.e. when one sense triggers another. E.g. audition turns to 
Recognition of a 
need (problem) 
Information 
search 
Evaluation 
of 
alternatives 
Purchasing 
Post-
Purchasing 
evaluation 
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imagination, i.e. visual sense, or touching to taste. Briefly saying, association creates 
a desire. 
The power of Psychology in marketing is well applied these days. However, not al-
ways successfully All the innovations, new implementations shall be studied careful-
ly. Taking into consideration of local, cultural, age and regional aspects.  
Chapter 3. Age differentiation 
This chapter presents the description of generations and their symbolic 
names. Their peculiarity and the most significant tendencies, focusing on Generation 
Z. Now the most active are representatives of four Generations of adults:  “Baby 
boomers” birth age 1945-1964; Generation X, 1961-1979; Generation Y or Millenni-
als, 1980-1995; Generation Z, 1996-2010. The focus group of this project is the con-
sumers in the age group of eighteen and twenty four.  Nominally Gen Z. 
3.1. Introduction into age groups 
“Baby boomers” is the generation born in post-world war decade. Demog-
raphy boom around the world that is considered a prosperous times, brought ap-
proximately 20% more newborns than a yearly average before. Consumer goods 
were important for Baby boomers. They spent their wages for fashionable clothes, 
Accessories, hi-fi technologies as TV sets and radio players.  Food brands don’t play 
a significant  
Next Generation, X or “Baby busters”. Marketers underestimate the power 
Gen. X because of their number. In contrast to the previous generation, Gen X cus-
tomers become more selective in brands. Gen. X is a mighty generation, quick money 
makers . It is the time where they have an enormous influence in families on both 
predecessor and successor generations. It is important for Marketers to take them 
into consideration, when studying Gen. Z in particular. 
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Millennial generation (Gen Y), which is partially are the focus group of this 
project. Currently, the largest number of people aged between thirty five and fifteen. 
They struggle with reshaping economy. At their youth, Political issues raised and 
wars started being locally. They tend to stay under parenthood till a mature age and 
delaying marriage and own families.  
Gen Z. Is more likely similar to Millenials in their behaviour. Gen Z is the gen-
eration of gadgets. They use Personal computers and laptops less then Millenials and 
Gen Xers. The children of screens and virtual communication. Less Brand and fashion 
addicted, more liberal and mobile, more environmental friendly and pacifists. 
The major mistake in Generations studies as consumers is referring to global 
studies ignoring cultural and local economical specifics. Generations names and clas-
sifications first appeared in the US and most of articles devoted to consumers from 
there. However, it doesn’t mean all these results are absolutely applicable to the 
same age people in another country, Greece in particular. 
Chapter 4. Industry Analysis 
The Greek economy’s rapid growth in the first decade of the new millen-
nium, with annual rate 4,2%, was one of the highest in Europe. The global economic 
crisis had a dramatic effect on the country especially its leading industries-tourism 
and shipping.  The crisis reduced the Greek economy by nearly a quarter. Some ex-
perts compared it to Great Depression of 1930’s in the US 1 he unemployment rate 
for young professionals were at 50% and wages were decreased by ~20%. Naturally, 
the demand for goods and services changed significantly with a sudden lack of need 
for those that were durable, a better quality, and considered luxurious. Conse-
quently, many stores have closed. The fact that food and household goods were the 
first items in demand, turnover of supermarkets increased. However, the real picture 
is different. The crisis did make corrective measures in grocery retailer markets as 
well. 
The analysis performed herein describes the position of AB Vasilopoulos in 
the their line of supermarkets. This chapter includes the brief overview of different 
retailers, a competitive profile analysis for reviewing overall position of AB and its 
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competitors; The analysis to understand external and internal factors influencing AB 
performance,. The aim of this analysis and overview is to comprehend the grocery 
retailers market, to understand, and to reveal the disadvantages. This will help with a 
better understanding of what potential strategies to apply for mitigation in the crisis 
and how to attract younger customers 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 
©BBC News 
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4.1. The Competitive Profile Matrix 
Table 1: Competitive profile matrix 
 
AB VASILOPOULOS 
 
AB Vassilopoulos is one of the leaders in number of stores around Greece. 
This grocery retailer is well-renowned and built a reputable brand for its product di-
versification and quality. The financial position of AB is steadily positive as well.  The 
strengths of AB is the quality and variety of the products, that is associated to cus-
tomers over the years, but high prices respectively. Regardless being the most rec-
ognizable brand in the industry in the country margin, and having the widest chain 
AB has a strong localized competitor, such as Masoutis in Northern Greece.  Metro 
among mega cash and carry stores in Southern Greece. 
  AB  LIDL Masoutis Carrefour 
Critical Success Factors Weight Rating Score Rating Score Rating Score Rating Score 
Product quality 0,2 4 0,8 1 0 3 0 3 0 
Product diversification 0,12 4 0,5 3 0 3 0 1 0 
Marketing 0,10 3 0,3 4 0 3 0 1 0 
Financial position 0,12 4 0,5 2 0 3 0 1 0 
Market expansion 0,12 3 0,4 3 0 2 0 3 0 
Customers loyalty and service 0,10 3 0,3 3 0 3 0 2 0 
Prices competitiveness 0,10 2 0,2 4 0 3 0 2 0 
Differentiation 0,08 2 0,2 3 0 2 0 1 0 
Innovation 0,06 3 0,2 3 0 2 0 1 0 
Total 1,00 3,26 2,68 2,74 1,84 
1 
Comparative analysis of AB and its main rivals to define their relative strengths and weaknesses 
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    LIDL HELLAS 
LIDL is a hard discounter represented in over 30 countries around the globe. 
Unlike AB, LIDL Hellas has only location strategy i.e. Cash & carry located in suburbs 
industrial areas. According the survey mainly done In Athens and Thessaloniki, LIDL 
isn’t the best choice of purchasing goods. LIDL is good for purchasing of supplemen-
tary products but not food. The majority of interviewees associate LIDL with Germa-
ny i.e. foreign and cheap, hence cheap equal to low quality. Therefore, in food sector 
this retailer isn’t in the best position 
MASOUTIS 
Masoutis was established in 1976 by D. Masoutis who still owns it. Masoutis 
stores including 193 grocery stores and 17 Cash and carry. The most notable brand in 
Northern Greece with its headquarters in Thessaloniki. Merely the only supermarket 
with national content. Which is successfully promoted in slogan “Οικονομικά και 
ελληνικά”. Number one choice of interviewees from Northern Greece, due to being 
local name, and availability. 
MARINOPOULOS, CARREFOUR 
Formerly giant with an extensive range of goods and the largest number of 
branches including abroad during its heyday, Marinopoulos currently is struggling 
with legal issues with the creditors and retaining in the market. Despite that court 
declined the fall of Marinopoulos officially, the retailer is considered as a bankrupt 
for the customers. Crisis and rebranding of Marinoipoulos into a franchisee of Carre-
four failed drastically. 
In conclusion, AB Vasilopoulos remains the leader in margin of country, but 
Masoutis has stronger positions in Northern Greece. As for Cash and Carry mega 
markets, Lidl is the main competitor due to its price policy. 
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4.2. AB Vasilipoulos Key Internal and External Factors 
Table 2: Key Internal Factors 1 
Key Internal Factors Weight (1) Rating (2) Weighted Score 
Strengths        
Strong Brand recognition 
around Greece 0,08 3 0,24 
Customized Brand name  0,10 2 0,20 
Wide distribution chain 0,08 4 0,32 
Quality products 0,12 4 0,48 
Variety of goods 0,12 4 0,48 
Total 0,5   1,72 
Weaknesses       
Not cozy interior 0,10 3 0,3 
High prices 0,12 4 0,48 
Not progressing online 
shopping 0,06 2 0,12 
Location of stores  0,12 4 0,48 
Lack of butcher's  fresh 
products 0,10 4 0,4 
Total 0,5   1,78 
 
Strengths and Opportunities 
AB Vasilopoulos is considered to be a local brand regardless being owned 
Belgium based Delhize group. Unlike franchisee Marinopoulos where Carrefour im-
plemented standardization that was the main strategic mistake especially in eco-
nomical recession times, the outcome was dramatic.. AB is famous for its variety and 
quality mainly. A line of AB products have become a trademark strongly associated 
with the brand name such as bio products. Variety of the product is also AB’s “busi-
ness-card”. Many customers named AB as “Bird’s milk” meaning it has things that 
don’t exist actually. Yet, AB isn’t famous for its innovations and cozy ambiance. As 
for the famous innovator MyMarket Veropulos, that is hardly represented in North, 
it is an opportunity for rivals including AB to fill in this niche.  
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Table 3:Key External Factors 2 
Key External Factors Weight (1) Rating (2) Weighted Score 
Opportunities        
Large spaces for goods storing 0,06 4 0,24 
Increasing presence in South Greece 
market and on Thessaloniki 0,12 3 0,36 
Promotion to young customers through 
their parents 0,12 4 0,48 
Increase cuztomized goods 0,12 3 0,36 
Focus on local producers 0,08 3 0,24 
Total 0,5   1,68 
Threats       
More innovative and cuztomized rivals 0,12 4 0,48 
Difficulty to win rivalry with Masoutis in 
Thessaloniki 0,15 4 0,6 
Impact on Brand name in case of recon-
sidering the strategy 0,11 3 0,33 
New potential buyer of Carrefour 0,12 3 0,36 
Total 0,5   1,77 
 
Threats and Weaknesses 
AB Vasilopoulos is known for its high prices that doesn’t make it preferable 
for family choice. The Financial data shows that all the retailers had a significant drop 
in 2013, that was recovered by 2015.  However, this increase of turnover was re-
sulted by significant changes in market and consumer’s preferences. The shut-down 
of smaller enterprises and market concentration augmented bigger companies 
profit.  Food becomes the priority item of family budgets. In case of Northern 
Greece, Masoutis has a stronger location strategy being represented with small mar-
kets around the whole Thessaloniki, in one step availability, Thus, Masoutis does not 
invest into construction of new buildings and not planning to expand more areas in 
the nearest future. In summary, Masoutis is the leading supermarket in Northern 
Greece, i.e. the main competitor of AB in this region. According to Business news, 
Carrefour is about to be sold. Taking into account that Carrefour markets currently 
  
 -13- 
are presented in many regions, including Thessaloniki, this means potential rivalry 
increase. 
AB Vasilopoulos needs to carefully consider its strategy locally. I.e. AB is the main 
player in Athens and Attiki region, the same strategy may not be as successful in the 
other areas of presence. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 
Table 1 & 2 Matrixes to analyze AB’s internal and external factors to understand what indicators 
shall be improved  
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4.3. Financial Position 
AB Vasilopoulos 
 
 
Figure 2: AB’s net profit graph, source: Amadeus data base 
LIDL Hellas 
 
Figure 3: Lidl’s net profit graph, source: Amadeus data base 
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Masoutis 
 
 
 
 
 
 
 
Figure 4: Masoutis net profit graph, source: Amadeus data base 
 
Carrefour Marinopulos 
 
 
 
 
 
 
 
 
 Figure 5: Carrefour’s net profit graph, source: Amadeus data base  
 
 
1 
The net profit Graphs : P/ L for period [= Net Income] ©Amadeus data base 
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As the graphs herein above show, the most successful are AB Vasilopulos and 
Masoutis. 2014-2015, when Economical situation stopped fluctuating, both retailers 
recovered from 2013 recession. Masoutis tendency is growing.  
4.4. PESTEL Analysis 
This chapter describes the macro analysis influencing the Greek market of 
grocery retailers, through methodology including into Management of Organizations 
and Strategic analysis courses.  
Political and Economical situation is tightly bounded to Economics and vice 
versa. Economical recession in Greece re-shaped grocery market. Smaller enterprises 
shut down and the recession of 2013 affected the profit of the major ones. Decreas-
ing of income of customers and a continuous growth of taxation for businesses force 
the retailers to consider cost reductions and profitability. 
Social issues may impact a company’s presence locally, i.e. If Northern Greece 
customers come to choose between AB and Masoutis, they give a preference to the 
second one, because it is a local name. Also, familiarity with local content.  
Technologies When it comes to first need items as grocery goods and 
household supplies, innovation could be supportive in case of making purchasing 
more comfortable and joyful. As mentioned herein, self-service supplies is the basic 
technological tool that could decrease long queues hence increase customers satis-
faction. My Market has implemented it quite successfully. As for food delieries and 
mobile application use will not be successfully applicable due to local life style. 
Legal issues aren’t top difficulties in Greek grocery retailers market. However, in 
many countries supermarkets operate 7 days a week but European Union legislation 
doesn’t permit so. Assumingly, in week-ends the customers number would increase 
when customers more available for shopping. 
 
 
  
  
 -17- 
Chapter 5. Survey 1 
The chapter contains the details and the results of the online multiple 
choice questionnaire and face-to-face interviews conducted between August and 
October 2016 with Greek citizens and residents as the customers of local supermar-
kets.  
5.1. Online Questionnaire 
Table 4: Online MC questionnaire 
#  Questions  1  2  3  4  5  7  8  
Demographic questions  
1  Age  18-24  25-34  35-49  50-64  65+        
2  Marital status  Single  Common-law relation-
ship  
Married  Divorced  Widow (er)        
3  Occupation                       
4  Gender  Male  Female                 
Purchasing decision  
5  Where do you 
purchase the most  
Open markets  Supermarkets  Other grocery 
shops  
            
6  How often do you 
purchase at Su-
permarkets  
Everyday  2-3 times a week  Once a week  Less than 
once a week  
         
7  What criterias 
influence your 
purchasing deci-
sion?  
Product origin 
(e.g. local or 
made in EU)  
Product price  Location  Environment  Staff Ser-
vice  
Brand 
loyalty  
Product 
veriety  
 Rationality behind purchasing  
8  Would your brand 
loyalty increase if 
you aware of 
company's Social 
policy (Environ-
ment friendly, 
hiring personnel 
with physical 
health issues)  
Strongly agree  Agree  Neutral  Disagree  Strongly 
disagree  
      
9  Would your brand 
loyalty increase if 
layout is ergo-
nomic  
Strongly agree  Agree  Neutral  Disagree  Strongly 
disagree  
      
Negative aspects  
10  What you dislike 
the most in pur-
chasing in super-
markets  
Long queues  Rude personnel  Placing of 
goods ( e.g. 
too tight)  
Other: please 
specify  
         
Innovative decisions  
11  Do you purchase 
any goods online?  
Often  Sometimes  Only limited 
types of 
goods (e.g. 
furniture, 
clothes  
Never           
12  Do you often 
apply food deliv-
ery service?  
Very often  Sometimes  For parties 
only  
Never           
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The online multiple choice questionnaire conducted among respondents in Greece, 
mainly in Athens and Thessaloniki. The questionnaire consists of six sectors.  
5.1.2. Summary of online questionnaire 
The number of respondents: 127; 30,7% between age 18-24, 55,9% aged 25-
34; 44,9% are single, 43,3% in a relationship and only 11% are married. 63,8% (81 
interviewees) are female and 33,25 (46) are male. The majority, 85% of respondents 
prefer shopping in supermarkets, 11% in a small grocery shop; 56% have chosen 
price & offers as the main purchasing criteria then quality of products (35%); 51% 
agreed and 27% strongly agreed with the question, if Brand loyalty would increase in 
case of awareness of company’s social policy; 65% have answered “agree” to the 
question on increasing of brand loyalty if layout would be ergonomic, however 35% 
of respondents remain neutral; 70% of respondents are unsatisfied with long queues 
and 42% with impolite personnel. 65% of people apply online purchasing only for 
limited items; 68% often order ready food delivery, 27% prefer cooking themselves , 
27% as well do not see any need since someone is cooking at home. 
In the open question: “Please write the first word coming to your mind for 
these retailers” the most negative reviews were given to Carrefour Marinopoulos. 
This retailer associates with bankruptcy and no variety the same time having high 
prices. Majority have characterized Lidl as German, cheap and low quality, some 
compared it to warehouse and having a depressive look; Masoutis mainly has a very 
positive feedback, e.g. well organized, variety, closely situated, convenient, the best, 
etc, the only negative experience expressed is rudeness of the personnel. Most of 
the respondents, especially from Thessaloniki are not familiar with Galaxies and My 
Market. Yet, My Market is more recognizable and mostly described as not interest-
ing, mediocre and self-service. AB Vasilopoulos associates mainly with quality and 
high prices, polite personnel is one of the strengths but some have controversial 
comments as lack of variety. A number of respondents named it as the best super-
market with fresh goods. 
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Since the most of respondents from Northern Greece have indicated 
Masoutis as the supermarket they purchase in, most probably they have their opin-
ions about AB only because its past reputation as a luxury store, with high prices re-
spectively. 
5.2. Face –to-face interview 
The face-to-face interviews were conducted in Athens, Thessaloniki and 
Kalamata. Interviewees are divided into two age groups: one within 18-24 and an-
other 25 and older. Totally, five interviewees per group. The interview consists of 
twelve basic questions with open format responses and an open discussion. 
Table 5: Questions for f2f interviews 
# Questions 
1 Demographic Questions: Age, occupation, gender, city origin (Thessalo-
niki or other) 
2 Living conditions: parents, partner, alone, flat mates… 
3 Hobbies 
4 Do you prefer eating out or at home? 
5 What is their opinion concerning brands? Play important role in their 
life? Favourite brands? 
6 Do you purchase food and  household items in supermarkets? If yes, how 
often? 
7 What kind of products do you prefer buying from open market (bazaar) 
or grocery. Why? 
8 Shopping online behavior-future purchases, social media 
9 Would you like to purchase food and house hold items online? From 
which retailer would you buy food online? Why? 
10 What influences your purchase decision? Origin of the product, price, 
quality… 
11 Which Supermarket do you prefer? Why? Let’s think about the below re-
tailers. What do you think about them? Ask for each one separately (open 
thoughts) 
Carrefour –Marinopoulos 
Masoutis 
Lidl 
AB Vassilopoulos 
My Market-Veropoulos 
12 What a retailer can do to improve your shopping experience? Ideas i.e. 
have specific place for bicycles 
 
  
 -20- 
5.2.1. Summary of F2F interviews 
The interviewees of the first age group (18-24) are two males and three fe-
males, four residents of Thessaloniki and one from Sothern Greece, Kalamata. Four 
of them are students and one is a nurse. All five live with parents. Most have chosen 
eating at home rather than outside. Four respondents answered that brands do not 
play any role for them; However, one mentioned their importance as a sign of qual-
ity and guarantee. Respondents mainly prefer shopping at supermarkets, except 
fruits and vegetables. Those are purchased at open markets (bazaars). Because of 
low price, freshness and being traded by local producers. All five have a negative at-
titude to a potential shopping food and household items online due to health risk. 
Fast food is the only item they are ready to order online All respondents have differ-
ent preferable retailer to purchase, one doesn’t have a favorite. AB is not included. 
I.e. the choice is by Lidl, Carrefour, Masoutis and local grocery market at Kalamata, 
due to offers, location and low price. Suggestions for improvements: Friendly ambi-
ance, spaces for recycling, places for a rest at Cash &Carry ones, more parking space. 
The second group of respondents varies between ages 26 six and 65. Re-
spondents come from Athens, Thessaloniki and Kalamata. Four of respondents are 
female and a male. Three of them are employed and two aren’t. One respondent is 
married and living with family; One living alone, and the rest with parents. The re-
spondent who lives alone prefers eating out, the rest at home; All respondents de-
clined brand importance and do not have any favorite brand. They purchase in su-
permakets mainly, except fruits and vegetables, due to the same reason as the first 
group. Purchasing frequency is about 3 times a week. Only one respondent, who is 
resident of Athens does the purchasing from AB Vasilopulos. All interviewees do not 
accept any idea of buying first importance items like food and household goods 
online nor currently neither in the future, due to lack of trust into quality and time. 
Suggestions to improve: Nicer ambiance more often offers and reduce time for 
queues.  
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Chapter 6. Proposal for improvements 
The present chapter describes the proposal of improvements to implement 
for a better performance as a result of the studies conducted and described previ-
ously.  
6.1. Online Purchasing 
The online grocers are successfully running in North America, South-East Asia 
and a part of Europe. Why it is not as feasible in Greece as in the other countries? 
The motive of appearing the online grocery shopping was a totally urbanized life 
style, and it is implemented in large urban centers due to larger distances, heavy 
traffics and occupation of consumers. For instance the population of Greece is equal 
to urban London only i.e. 11 million people and 9 million respectively. Online gro-
cer’s remarkable advantage is time saving, it might be actual in London, or a city 
alike but barely in Greece. Cities in Greece aren’t as large and heavily occupied as in 
South-East Asia or the US. The grocery stores are located in every residential and 
business area in a walk distance. Referring to the consumer behaviour theory of this 
report, it is necessary to take into consideration local peculiarities such as culture, 
locations of grocery stores, prices, economical situation. I.e. online shopping of su-
permarket goods are not to succeed in the current decade. Cultural attitude to food 
and items of the first need is more sensible for Greeks. As interviews prove it is im-
portant for customers to sense the products before making a decision to buy. It is 
unnatural to consumers to select and purchase food online because they are not 
able to taste nor smell them. Some fear that the food could be unhealthy substi-
tutes. Traditionally, Greek families made of two or three generations living together. 
Nowadays, even more commonly, due to management of family budgets and high 
unemployment rates. This signifies that elder generation of the family is responsible 
for purchasing of groceries, hence they prefer a traditional way to do. Another rea-
son is no willingness to overpay for delivery services when economical recession re-
quires controlling expenses. Suggestion: to postpone investment and efforts into 
promotion of goods delivery through online purchasing, especially to individual buy-
ers.  
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 6.2. Attracting young Customers 
The main purchaser is an elder family member. Since the target of the pro-
ject is attracting younger customers and retain them as future loyal customers, the 
suggestion is to attract them through their parents. I.e. offering discounts for goods 
mostly consumed by younger people, sweets, soft drinks, ready meals, cosmetics for 
younger age people. Even assuming that it won’t be purchased by a younger buyer 
directly. It is better to label these goods with AB in order to make it more recogniz-
able and familiar to targeted customers. Instead of/with offering a gift of a discount 
card to a loyal, regular customer. Offering a gift of discount card that would be po-
tentially used by a younger member of the customer, e.g. flyers for a cup of coffee in 
a coffee shop where mostly young people buy. I.e. “Mikel”, “Todaylicious” in Thessa-
loniki. A flyer for a movie attendance or a drink from a popular pub. This requires 
establishing a partnership with popular brands for a mutual promotion and prelimi-
nary study of most attended places by youth. Thus, it will attract new customers to 
the both partner companies, increase loyalty and recognition of AB among Gen Z and 
younger. As per Cialdini’s principles, gifts and offers oblige customers to reward it 
back, i.e. buy more. The added value here is that it doesn’t require much expenses in 
case of a partnership. 
As studies show, the Generation Z is more liberal and pacifistic, environ-
mental concerning and friendly. This aspect is important for encouraging customers 
to buy reusable and recyclable bags for goods, thus it would increase the loyalty to 
the brand and reduce company’s expenses for plastic bags. Plastics free bags could 
also be used as a promotion leaflet describing Social policies, i.e. “The bug is made 
from a recyclable material”, “Every cent from purchasing of XXX good goes for char-
ity”. Interviewees and customers mentioned likeability of ambiance. For instance 
they don’t like feeling like purchasing inside an empty, cold warehouse like store. 
Some of AB supermarkets seem emptier due to larger free spaces. In this regard, 
Masoutis was the best according respondents because shelves seem full with various 
goods, the environment is warmer. AB needs to consider make the interior layouts 
more “congenial” to local customers. 
The most negative aspect that customers are not satisfied with –long queues. 
This issue could be solved with a Lean operations approach. I.e. measure and analyze 
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where the times is mainly lost, gather voices of customers, stakeholders (counter 
workers, customers and managers) ideas. One of the solutions could be self-service 
at scaling the goods and scanning the bills, this shall be studied and evaluated prop-
erly. 
6.3. Promotion and advertisement 
The Consumer behaviour theories such as Authority and Liking do not al-
ways work along together. The approach of choosing a celebrity to advertise shall be 
in line with preferences of targeted customers. Successful examples: Nescafe targets 
to increase customers among women to buy a new product “Nespresso”, they make 
a commercial with G. Clooney that increases sales by 35% in UK.1 For example 
“Jumbo. A. Dimitriou is an indisputable authority artist star of Greek arts, however it 
is more practical to attract classical celebrities to promote to the appropriate tar-
geted customers and goods. Customers prefer more consistent authorities such as 
doctors recommending Health care products. In case of authority AB could attract 
Social Media stars renowned among young people, the vloggers and bloggers that 
have a large number of followers, and who are famous not for arts but more literal 
and political activities. E.g. indirect promotion such a positive review on shopping at 
AB. Mutual promotion with partner companies, fast food ranges, coffee shops, bars, 
clubs. I.e. flyers exchange as described in the previous paragraph.  
 
 
 
 
 
 
1 © https://www.theguardian.com  
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6.4. Action plan for improvements  
Table 7 : Improvement actions 
WHAT HOW OUTCOME 
Attract younger customers 
through their parents 
Propose larger discounts and 
offers to the goods to be used 
by younger customers despite 
of being bought by their par-
ents, with AB labels 
Increase of recognition and commitment 
to brand 
Increase brand loyalty from 
Gen Z 
Offering flyers, discount and 
gift cards for popular brands 
e.g. coffee shops, cinema tick-
ets, sports goods and apparel 
Mutual promotion and brand loyalty in-
crease 
Increase brand loyalty from 
Gen Z 
Promote social and environ-
mental policies. E.g. propose 
recycleable and reusable bags 
with random prints but Envi-
ronmental ones including slo-
gans to make customers com-
mitted 
Increase of brand loyalty due to com-
mitment of the customer to be become 
a part of Environment protection and 
decrease of expenses for plastic bags 
 
Improve layouts Covering useful space more, 
improving ambiance with 
warmer colors, light (yellow 
lights instead of blue lumines-
cent ones) 
Comfortable environment leads to dis-
tressing  
 
Culturally closer Promote and announce good 
from local producers 
Re-establish fresh butchery 
sector 
Increase of Brand loyalty due to support 
of local businesses 
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Chapter 7. The Conclusion 
AB Vasilopoulos is the leading grocery retailer in Greece. Its old reputation 
as a luxury, and quality supermarket still remains. It is not sensible to lose it. But 
nowadays the rivalry is high and economical situation doesn’t make it the most at-
tractive supermarket for younger people who tend to ignore brand name and opt for 
locally produced goods and lower prices. The main rivals are preferable for their in-
novative decisions, offers, familiar and customized interior. In order to increase the 
loyalty of young customers and attract customers from Northern Greece, AB shall 
reconsider its inner design and placing of goods. Promotions platform to the genera-
tion of “Screen addicts” is obvious: social network channels. 
In the current situation , AB needs to study and consider its future strategy. If 
AB management decides to gain more customers then pricing policy has to be 
changed upon needs of majority of. This it is a risk to existing reputation as luxury 
and high quality. Hence, there is no need to increase the number of stores. In con-
trast, luxury stores are less in number and have a targeted customers with higher 
wages. In order to gain young customers and strengthen its positions in North 
Greece, AB shall reorganize interior and goods placing into a comfortable one. For 
now, AB better to avoid standardizing the inner organization of the stores. Greek 
customers more conformists rather than pragmatic ones. Crisis made them more 
patriotic and committed to local brands and producers. Consumer behaviour studies 
show that ambiance influences buying decisions significantly.  
The suggested actions for interior could be implanted in a small store lo-
cated in residential areas, as a pilot test of increasing of brand loyalty and customer’s 
number.  
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Chapter 8. Contribution of the project 
The current project studies and proves the consumer behaviour theories. 
However, the results of the research for this project show that, it is essential to study 
the market and the consumers locally rather than applying the decisions made on 
the results of global studies and articles. Being a part of European Uninion Greece 
still has it is own local peculiarities that may affect some theories in practice. Behav-
ioural patterns of young generation in the US, South-East Asia or any other region, 
aren’t useful practically in Marketing of goods in Greece. Regardless being more 
globalised thinkers, Greek youth is still committed to their long-standing customs. 
However, the methodology taught during the Master’s course has been reliable for 
the research. Consumer psychology theories were proven with the interviews where 
respondents underline the importance of sensing of the products, surrounding at-
mosphere and comfort for buying decisions. As well as commitment to support local 
producers, i.e. the preference would be given to a local good and brand than im-
ported one. Even though hard discounters mainly produce their goods abroad, still 
traded under local brand. 
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Appendix 
Details of the online multiple choice interview 
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The online questionnaire details are available by this link: 
https://docs.google.com/forms/d/1hetrt7a65DQLoEjWhzng4Is1GbOeTMK5NSa_Jwjtsuc/edit#responses  
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Open question: Please write the first word that comes to your mind for these retail-
ers 
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Detailed Face-to-face interviews 
Age group 18-24 
1) Interviewee: Apostoles, age : 24, occupation: student, city: Thessaloniki 
Q: Living conditions? 
A: With parents 
Q: Hobbies? 
A: Football, Football, Theatre, Books 
Q: Do you prefer eating out or at home? 
A: Home 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: Brands are becoming more and more important as a relationship of relationship 
and trust being built with the consumer 
Fave brands: Adidas, Fiat, Massimo Dutti, Ikea, Sony, Ralph Lauren, HP, Apple 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A:  Yes, 2-3 times a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables as they are part of my daily diet (nutrition) 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: I rarely, if ever, shop online for physicality and safety reasons. As a result, I would 
buy from the one I would trust the most and at a very low cost. 
Q: What influences your purchase decision? 
A: Quality of the product first of all, price, customer treatment by stuff,origin of the 
product,  convenience of getting to the shop 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: I usually prefer Masoutis as I shop from there for many years and it is very close to 
my place. 
Carrefour –Marinopoulos Quality, Bankruptcy  
Masoutis - Quality, Greek products, store convenience 
Lidl - Low quality and prices 
AB Vassilopoulos-Quality and variety 
My Market-Veropoulos-Rarely shopped from there, Greek supermarket 
Q: What a retailer can do to improve your shopping experience? 
A: More Greek products, lower prices and discounts, increase variety, increase 
transparency on product origin 
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2) Interviewee: Stavros, age: 24; occupation: Student, city: Thessaloniki 
 
Q: Living conditions? 
A:  With parents 
Q: Hobbies? 
A: Travelling 
Q: Do you prefer eating out or at home? 
A: Both, home and out 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: Brands don’t play any important role, they are just names 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Yes, once a week, approximately 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables, because they are cheaper, than these at the supermarket. 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: No, except for a fast-food. No trust 
Q: What influences your purchase decision? Quality, origin, price 
A: All listed 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them?  
A: No preference 
Carrefour –Marinopoulos – famous  
Masoutis – greek and cheap 
Lidl – cheap and famous 
AB Vassilopoulos - expensive 
My Market-Veropoulos – famous and cheap 
Q: What a retailer can do to improve your shopping experience? 
A: Create a specific place of recycling 
 
 
3) Interviewee: Eleni, age: 24, occupation: Student, city: Thessaloniki 
 
Q: Living conditions? 
A: With parents 
Q: Hobbies? 
A: Dancing, cinema and reading books 
Q: Do you prefer eating out or at home? 
A: I prefer eating at home because i like healthy food but sometimes i eat outside. 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: in my opinion, brands do not play an important role in my life. i give more empha-
sis  on the quality of the products and not on the brand. 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Yes, I do, at least once a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
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A: i prefer buying fruits and vegetables because they are fresh and less expensive 
Q: Would you like to purchase food and house hold items online? From which re-
tailer would you buy food online? Why? 
A: i believe that online shopping is a very convenient way for purchases since we 
save time, but i prefer to visit the store in order to make my shopping. I would not 
like to purchase food and household items online. i prefer the traditional way of 
shopping, in this way i can check the products. 
Q: What influences your purchase decision? 
A: Mainly the quality and the price of the products. 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: I prefer doing my shopping from Carrefour for the next reasons. 
Carrefour –Marinopoulos big stores with a large variety of products(e.g. clothes, 
shoes), bakery and cook house inside the store with tables where we can rest, eat 
or drink something, convenient layout. 
Masoutis nice environment, friendly staff 
Lidl low prices, different kind of products(e.g. deluxe products), bakery inside the 
store, but there is not a nice atmosphere. 
AB Vassilopoulos good quality, good prices, nice environment 
My Market-Veropoulos I have no a specific opinion about this super marekt since i 
have never gone there. 
Q: What a retailer can do to improve your shopping experience? 
A: good offers, free parking lot, friendly environment, promotion or different kind 
of events 
 
4) Interviewee: Maria, age: 24, occupation: student, city: Thessaloniki 
Q: Living conditions? 
A:  With parents 
Q: Hobbies? 
A: Reading, watching series, jogging, cycling 
Q: Do you prefer eating out or at home? 
A: Always at home, I even take homemade food to school and work 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: Brands aren’t important for me, but I prefer some vegan food with a definite 
brand as it’s experience of quality  
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: yes, mainly at supermarkets, once a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: No any food except vegetables and fruits because they are fresh and sold by pro-
ducers. Basic clothes for their price and no other food because no trust to storing 
conditions and quality 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: I like using mobile application and messengers for communication and ordering 
some goods like cosmetics, tickets. It’s an easier way because I am not used to speak 
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on the phone and feel shy. But it is not a good idea for purchasing food and house-
hold items online. I need to check the date, touch and choose 
Q: What influences your purchase decision? 
A: It depends on a good, if it is clothes and food then price doesn’t matter, first is 
quality. If it is household items like tissues, small things, then I prefer cheaper ones, 
quality isn’t the first thing 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: I prefer Lidl, because it is more convenient for me to drive there and make a big 
shopping. Prices are low too. But when it comes to food, we usually go to  Masoutis, 
cash and carry. It’s a local brand and it prevails here. 
AB is good but expensive 
MyMarket, I don’t know it 
Q: What a retailer can do to improve your shopping experience? 
A: Whatever supermarket you go, especially Mega markets, you loose a lot of time in 
queues. I wish we spent less time in queues. 
 
 
5) Interviewee: Alexandra, age: 19, occupation: Intern nurse, city: Kalamata 
Q: Living conditions? 
A: With parents 
Q: Hobbies? 
A: Listening to music, dancing folk dance 
Q: Do you prefer eating out or at home? 
A: I like eating out because of variety 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: I don’t consider Brands at all 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Supermarkets, almost every day 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables, because they are fresh 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: I am totally against it, I prefer choosing goods lively 
Q: What influences your purchase decision? 
A: A balance between price and quality, not too expensive neither too low quality 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: Local Panaigiotopulos supermarket, because they often have offers. 
Marinopulos- never tried 
Masouis-never tried 
Lidl-mediocre, nothing specially attractive 
AB- good, I often shop there too 
MyMarket-not familiar with it 
Q: What a retailer can do to improve your shopping experience? 
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A: Rude personnel and the inner organization shall be more cozy and friendly, pleas-
ant 
 
 
Age group 25+ 
1) Interviewee: Lykourgos, age: 34, occupation: Metropolises archive worker 
city: Athens 
Q: Living conditions? 
A: With parents, grandparents and a sibling 
Q: Hobbies? 
A: Reading books, using social networks (mainly Facebook and Instagram), sightsee-
ing, travelling 
Q: Do you prefer eating out or at home? 
A: Eating out 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: No any importance for me 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: At supermarkets, 3-4 times a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables, because they are locally produced, cheap and fresh 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: I only buy tickets online, and I don’t like the idea buying food and household items 
online, no trust 
Q: What influences your purchase decision? 
A: Quality, I am ready to pay more for quality 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: AB is the first choice supermarket, affordable prices and a good variety. In fact my 
family used to go there for years now, it changed somehow not in a better way, I’d 
say. When I stayed in Thessaloniki, I first time visited Masoutis. It makes an impres-
sion of being full of goods, i.e. variety and pleasant to purchase in. AB now looks a bit 
cold and makes an impression of being empty with its large spaces, even smaller 
stores.  
Marinopulos-I don’t go there, because it doesn’t have a good reputation 
Masoutis-it is very good, but I find it a bit expensive, a bit cheaper than AB though. 
Lidl-cheap and low quality, not going there much. Mainly because of location 
MyMarket, I used to go there at younger age with parents. It was a good store in all 
terms but I don’t go there, since long because of location and can’t say anything 
about it 
Q: What a retailer can do to improve your shopping experience? 
A: I remain AB’s customer, because it’s near my place, it has a good quality products 
but I wish it had more comfortable ambiance and fresh meat products. I don’t really 
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feel trusting into those ready packed meat products, it has no variety as well. The 
interior would be better if it was more local touch then being a big laconic store.  
 
2) Interviewee: Tamara, age: 26, occupation: Student, city: Thessaloniki 
Q: Living conditions? 
A: With parents and a sibling 
Q: Hobbies? 
A: Reading, listening to music, travelling, playing football 
Q: Do you prefer eating out or at home? 
A: I mostly prefer eating at home 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: It depends on people, for someone they are important for some not. To me they 
have no importance, no favourite ones 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Yes, mostly in supermarkets, 2-3 times a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Vegetables and fruits because they are fresher than in supermarkets.  
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A:If such service exists I would, I’d prefer buying from Masoutis, Ikea and Praktikker. 
Because I trust the quality and price is affordable 
Q: What influences your purchase decision? 
A: I mainly go shopping to the closest one to my place. 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: Carrefour –Marinopoulos: I think it is cheap and it has a variety of products 
Masoutis: good quality, cheap, nice offers, variety of products, nice environment, 
Greek 
Lidl: pleasant environment, quality, nice offers, German 
AB Vassilopoulos: I believe it is a bit expensive, but I like their employee’s costume 
My Market-Veropoulos: I have  never tried to go there, I have no opinion 
Q: What a retailer can do to improve your shopping experience? 
A: I feel that it would be nice if some supermarkets offer to the customers the op-
portunity to be a self-service cashiers by herself/himself, so they do not need to wait 
at the long ques. Specific, you become a cashier and buy products, but you can only 
pay the products by card. Actually in some European countries like in Poland in some 
supermarkets they have it, I believe it would be nice to implement that idea in 
Greece too. 
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3) Interviewee: Dimitra, age: 56, occupation: a housewife, city: Kalamata 
Q: Living conditions? 
A: Spouse and children 
Q: Hobbies? 
A: Cooking and baking 
Q: Do you prefer eating out or at home? 
A: Always at home 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: Because of economical crisis, brands don’t matter anymore, prices is the first indi-
cator 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: 90% at supermarkets for sure and several times a week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables only, fresh and locally produced 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: Never and completely negative to this idea 
Q: What influences your purchase decision? 
A: Price is the first thing, I buy many goods at once 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: I used to go to Marinopoulos but now it’s closed they had good offers. Now I 
mainly go to AB because they have budget baskets 
Masoutis- no experience 
Lidl-never tried 
AB-high variety 
MyMarket, no knowledge 
Q: What a retailer can do to improve your shopping experience? 
A: I don’t like supermarkets that have more than one floor, shelves shall be at one 
floor, it is not easy to move with basket up and down. Also, goods with closer expiry 
date shall have lower prices and placed in a special place for discounted ones 
 
4) Interviewee: Maria, age: 38, occupation: Philologist, city: Patra 
 
Q: Living conditions? 
A: With parents 
Q: Hobbies? 
A: Reading and dancing 
Q: Do you prefer eating out or at home? 
A: Eating at home, it is cheaper 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: I don’t choose by brands, they aren’t important 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Yes, mainly at supermarkets 1-2 times a week.  
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Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits, because they are fresh 
Q: Would you like to purchase food and house hold items online? From which retail-
er would you buy food online? Why? 
A: No online purchasing not in the future, no trust 
Q: What influences your purchase decision? 
A: Quality with a reasonable price, if there’s choice for the same price of Greek and 
imported I will definitely take Greek, because it is local economy and I know what to 
expect from it 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: not a specific one, the closer one 
Marinopoulos-mediocre 
Masoutis-not familiar 
Lidl-nothing special 
AB-the best in the list 
MyMarket-good enough 
Q: What a retailer can do to improve your shopping experience? 
A: I am totally satisfied, I just god and buy what I need 
 
5) Interviewee: Eleni, age: 26, occupation: sales manager, city: Thessaloniki 
Q: Living conditions? 
A: I live alone 
Q: Hobbies? 
A: No hobbies to mention 
Q: Do you prefer eating out or at home? 
A: Eating out 
Q: What is your opinion about Brands? Do they play any role and what is your fa-
vourite? 
A: No importance, neither favourite brands 
Q: Do you purchase food and household items in supermarkets? If yes, how often? 
A: Yes, 3 times per week 
Q: What kind of products do you prefer buying from open market (bazaar) or gro-
cery? Why? 
A: Fruits and vegetables, because they are fresher and helthier 
Q: Would you like to purchase food and house hold items online? From which re-
tailer would you buy food online? Why? 
A: I won’t buy anything online, I don’t trust 
Q: What influences your purchase decision? 
A:Quality and location of the store 
Q: Which Supermarket do you prefer? Why? Let’s think about the below retailers. 
What do you think about them? 
A: Masoutis is the first choice. It is small, convenient located in every neighbour-
hood 
 Marinopoulos-It is very big and now it’s foreign with imported goods 
 Lidl- very big, cheaper prices and it’s good for purchasing except food 
 AB-I don’t have an opinion, never purchased there 
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Q: What a retailer can do to improve your shopping experience? 
I don’t have many requirements 
 
